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ABSTRACT
t ne present selling approach in Hong Kong in the shoe-retailing business
is observed to be an obstacle to further business development. This paper
attempts to test the comparative effectiveness between `hardsell' and `softsell'
approaches in this business. The tests were done among the First Year and
Second Year students of the MBA Programme of the Chinese University of Hong
Kong. The results of these tests shed important implications on the factors
leading to the preferred sales behaviour i.e. `softsell'. The factors being identified
and discussed are: recruitment, training, compensation remuneration, and
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In the midst of the various factors contributing to the success of a retailing
business, personal selling is undeniably a very crucial element. In retail
situations, to get your product/service sold, one must act through the salesperson,
the very front-line contact between the company and its customers. It is also
through this salesperson-customer interaction that the customers' needs are
entertained and satisfied. This interaction is also a key factor in establishing
the company's image in the mind of the customers. Therefore, a poor selling
process or an unprofessional salesperson cannot only cause the failure of a very
unique product/service, but can also be detrimental to the, long-term survival of
the company.
This paper attempts to find out and devise an appropriate selling approach
for the retail business, aiming at improving the professional standard of its
salesmanship. To get things done, we will particularly focus on a comparison of
the effectiveness between two selling behaviours: hardsell and softsell. After
delineating the more effective selling approach, we will then conclude our paper
with a discussion on the implications our findings have.. on salesforce recruitment,
training and evaluation.
Before going elaborating on the salesmanship problem identified it is
worth mentioning here that we have tried to limit our study to the shoe-retailing
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business and, in particular, those chain stores selling shoes priced HK$250 or
above.
Significance of the Problem
A close observation of the current practice in the shoe-retailing outlets
clearly reveals that the business is indisputably lacking professionalism in the
selling process. The salespersons are more like shopkeepers than salesmen.
What they are doing is simply passing the shoes to customers and collecting
payments, instead of actively selling the shoes on sale, not to mention the ability
to offer professional consultation or advice to customers. Such a non-professional
approach to selling can seriously damage the business. Not only will the
salespersons fail to exploit the full potential of the market, but they may also be
unable to grasp or hold on to an opportunity even when it comes. All of this
mean a loss of money to the business and a poor 'bottom- line' performance.
The problem is even more disturbing when we take into consideration
the nature of the shoe-retailing business. Unlike other businesses, the
shoe-retailing business is highly competitive. Numerous outlets are offering
similar products at similar prices, with no one single supplier is having a
dominant position. Thus, this makes the gaining and securing of market share
essentially important to the survival of a company. Undoubtedly, effective and
professional salesmanship becomes a key differentiating element and the way to
survival in such a relatively homogeneous environment.
The significance of professional- salesmanship becomes more obvious if
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we turn our attention to the changing situation of the Hong Kong market. With
the sound economic growth these years, Hong Kong people are becoming more
affluent. The territory's GDP and per capita GDP has been consistently on the
rise throughout the eighties at a compound annual growth rate of 13% and 11.5%
respectively. In 1987, its GDP is HK$362,986 million (about US$46,546.6
million) which represents a 20.84% growth over the 1986 figure. As regards per
capita GDP, the 1987 figure of HK$64,644 (about US$8,290.3) has a 19.10%
increase over that of 1986. Not only are people having more to spend, but they
are also willing to spend more these days. The value of total retail sales
experienced a compound annual growth rate of about 8.5% from 1980 to 1987.
The faster growth of the index of the value of retail sales of `clothing, footwear
and allied products' than that of the volume also shows an increase in the
average value per item purchased. In view of all these, we can conclude that the
profile of the customers is on the rise. With such a rising customer profile, an
increasing demand for professional salesmanship is thus anticipated.
To conclude, there is definitely a need for shoe-retailers to upgrade the
standard of their salesmanship and selling approach, in view of the changing
market and the competitive environment. This is particularly true when we
consider the importance of a- salesperson's role in turning consumers into
customers, and finally, into clients. (By clients, we refer to regular customers of
a shop or company.)
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Unstructured Surveys and Interviews
In order to further refine our focus, we set out to gather more information
bout customers' views on shoe-retailing salesmanship. A series of unstructured
surveys and interviews were carried out at the initial stage of our study. Ten
MBA students of the Chinese University of Hong Kong were asked to shop at the
outlets of those shoe-chains like Le Saunda and Enrico. They were then asked
to report and comment on their experience with the salesperson. Besides this,
three informal -interviews were conducted with ladies working in a large
corporation. By means of these interviews, we have obtained an idea about their
shoe-shopping habits, their requirements for an ideal shoe salesperson and also
their opinion about the current shoe salespersons' performance. These people,
though chosen out of convenience, are believed to be within the set of customers
targeted by those shoe-chains selling shoes priced HK$250 or above in our study.
Therefore, the inputs form a valid guideline for our ensuing study. Both groups
revealed a general dissatisfaction with the existing shoe-retailing salesmanship.
The level of courtesy and patience exhibited by the salesperson was considered
as not enough. They also found the salesperson's product knowledge insufficient
either to give professional advice or to generate confidence in his/her advice.
More often, the salesperson was described as very product-oriented in the selling
approach and dominating in sales interactions. Such findings reiterated the
current inadequacy in shoe-retailing salesmanship.
Not only did these surveys and interviews provide support for our claim,
but they also gave insight into the direction of change. According to these chosen
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members of the target market, a professional salesperson should ideally be one
of first identifying the customer and meeting the customer's need. He/she
should also be equipped with the necessary product knowledge to advise the
customer on his/her choices. An ideal salesperson should also be polite, patient
and helpful. Moreover, both groups did find some kind of established
relationship with the salesperson treasurable.
Research Focus
The research design was worked out contemplating on the above inputs.
It was noted that the product-oriented selling approach and the dominating role
of salesperson described by our respondents was somewhat similar to the hardsell
behaviour. Whereas, the need for a more customer-oriented approach and a
better salesperson-customer relationship could be achieved through a softsell
behaviour. Therefore, a proposition was made that a shoe-retailing salesperson
using a soft selling approach would be more effective than one using a hard
selling approach these days. To verify this proposition, an experiment
comparing the effectiveness of -these two sales behaviours in a shoe-retailing




In the search for past findings relevant to the present study, two aspects
are of key interest: the comparison between the softsell and hardsell approaches,
and the factors affecting sales behaviour and effectiveness.
Literature on the distinction between the `hard' and `soft' selling
approaches are many. Miner (1962) has gathered evidence for such a distinction
from a study on salesmen in the motor-vehicle trade and Poppleton (1977) from
a research on life-assurance salesmen. According to Poppleton, the difference
between the two sales behaviour lied mainly on the position given to the
customer. In the `soft' selling situation, the customer was seen to be dominating
the scene and the salesperson's concern was with the customer's needs. Whereas,
in the `hard' selling situation, the salesperson usually dominated the interaction
and focus on product took precedence over customer. Besides, the kind of selling
approach was also found to be more flexible in softsell, in contrast to the highly
structured approach in its hardsell counterpart. Details about the distinction
between these two selling approaches could be found in appendix 1.
Apart from this, Poppleton (1977) also pointed out that the choice
between softsell and hardsell was contingent upon the favourability of the sales
situation. He employed three situational variables, namely the acceptability of
the salesman to the potential customer, the `power' of the salesman (which
included his referent value and his `expertness') and task complexity, to determine
the favourability of the situation. And his model claimed that `under clearly
favourable or unfavourable conditions to the salesman, the most effective
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approach will be the `hardsell'. Under conditions of moderate favourability, the
softsell' will be the most effective. Accordingly, Poppleton (1977) classified the
retail situation to be a relatively favourable one. He reasoned that the `power'
and acceptability of the salesperson would be high because it was typical for the
customer to choose a particular salesperson or store. Coupled with the fact that
the product sold would be relatively simple in concept, the condition was
considered favourable and the use of hardsell approach seemed appropriate.
Besides these direct discussions on the two selling approaches,* some other
literature on the salesperson-customer relationship also provide a secondary
source of reference. Hudson (1964) identified the task of a modern salesman as
the creation of `the maximum profitable potential of business from the maximum
number of potential outlets' (p.143). He viewed the creation of both satisfaction
and goodwill among customers the essentials of continuous patronage. He also
emphasized the need for a personal relationship between the salesperson and the
buyer. Lastly, in response to one of his small scale research in which buyers had
stressed the absence of creative characteristics in a salesman's approach' (p.143).
Hudson (1964) defined `creativity in a salesman as the ability to so enter into a
buyer's consciousness that his personality and ideas are accepted, and his
suggested actions implemented.
Dwyer, Schurr and Oh (1987) also emphasized the importance of
relational bonds between buyer and seller as a source of reliable repeated
business. They saw a durable association advantageous in fostering effective
communication and mutual dependence, which in turn creating barriers to
switching. They identified the evolution of relationships through five general
phases, namely (1) awareness, (2) explanation, (3) expansion, (4) commitment,
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and (5) dissolution. Echoing Dwyer, Schurr and Oh's focus on ongoing
relationships, Levitt (1983) employed a marriage analogy stating that `.....the sale
merely consummates the courtship. Then the marriage begins. How good the
marriage depends on how well the relationship is managed by the seller'
(p.111).
Talking about the salesperson's role with regard to his/her customers.
Ebejer and Morden (1988) advocated a concept of `limited paternalism'. This
implied that a salesman should be his buyer's keeper in the sense that he
should serve the interests of his customers by identifying their needs, while
disclosing all relevant information about products or services in order to
facilitate mutual exchange to mutual advantage'. They also stressed this as the
positive duty of a professional salesperson, and as the means of gaining
customers, referrals and profits in the long term. Putting aside the ethical
connotation in this concept, Ebejer and Morden were.in fact concerned about
the establishment of long-term salesperson- customer relationship and the need
of satisfying customers' needs in the sales interaction.
Summarising from the above review, we noted an increasing emphasis on
salesperson-customer relationship and customer satisfaction as the keys to
long-term business. It is believed that a customer-oriented approach can best be
realized using a soft-selling approach. Yet, as mentioned, Poppleton (1977)
classified retail situation as favourable for `hard' selling behaviour. In view of
the changing competitive environment and a rising customer profile in Hong
Kong, we doubt about the validity of his claim to the present situation. Thus,
we propose to conduct an experiment comparing the effectiveness between a
`soft' and `hard' selling approach in the shoe-retailing business.
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Concerning the various determinants of sales effectiveness or salesperson
performance, we have also conducted a literature survey. Using an adaptation
of Vroom's (1976) schematic representation of variables used in leadership
research, Poppleton (1977) came up with a process model. The model viewed
sales behaviour, a determinant of sales effectiveness, the result of an interaction
of three sets of variables: (1) organizational and domestic (2) personal
attributes of the salesman and (3) customer characteristics and the sales setting.
Gilbert, Ford and Walker (1985) also cited that `various factors combine
multiplicatively to influence performance' (p.297). Based on literature on
industrial and organizational psychology, they have identified the salesperson's
performance as a function of five basic factors: (1) motivation (2) aptitude (3)
skill level (4) role perceptions and (5) personal, organizational, and
environmental variables. Gilbert, Ford Hartley and Walker (1985) have also
conducted a meta-analysis to analyse the evidence about these determinants. The
results confirmed that no one single factor could serve as a major predictor
about performance.
Anderson and Oliver (1987) also pointed that the forms of control
systems used in salesforce evaluation did influence performance. They contrasted
the outcome-based control system, which emphasized results, with the
behaviour-based control system in which evaluation was made on `any number
of factors that are not themselves measures of achievement but may result in
sales performance'(p.78). They also made propositions that the more a control
system was behaviour-based, the more professional the salesperson would be and
the more likely that `customer-oriented' strategies could be used and customer
needs satisfied. They also mentioned in their paper that Eisenhardt (1985) had
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found a strong tendency to use behaviour control in retail business as the small
store size enabled close and easy monitoring from the managers.
Lastly, referring to the retailing business in particular, Gillespie and
Hecht (1977) have identified three major attributes essential to a retail
salesperson. These included: (1) human relations traits, e.g. liking to be with
people, objectivity, courtesy etc. (2) personal traits, e.g. a pleasant expression,
good posture reflecting assurance and pride etc. and (3) mental traits, e.g.
mental alertness, creativity and imagination etc.
All in all, these findings all reiterate the fact that salesperson
performance or sales effectiveness are the combined result of a number of factors
and these studies are also consistent in the major determinants cited. All these
provide a valuable insights for the development of an theoretical framework.
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Theoretical Framework
Our theoretical framework is based on the model for salesperson
performance in Gilbert, Ford and Walker (1985) and the process model in the
Poppleton (1977) paper on Social skills of Selling. Certain modifications are
made to reflect our idea of the ideal model. The following is a schematic













The dependent variable in our model is `sales effectiveness'. We do not
use the term `salesperson performance'. This is because `sales effectiveness'- is
considered to be a more appropriate criterion expressing the result of the selling
process, which is actually dependent on the salesperson-customer interaction
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consideration on the effectiveness of the sales interaction enable us to envisage
the salesperson as a means, not an end.
To operationalize our dependent variable, two measures have been
devised to indicate the effectiveness of the interaction. These are the customer's
decision to purchase and his/her subsequent inclination for repeat purchase. It
is believed that an effective interaction will not only end with a current purchase
by the customer, but will also leave such a good impression that repeat
patronage and long-term relationship could be anticipated. Besides, a secondary
indicator is also employed to verify such effectiveness: the extent to which the
customer desires to recommend this particular shoe shop to his/her friends. It
is also believed that customer satisfaction can be well reflected by his/her
willingness to make referrals since it is logical that the customer needs to trust
and have confidence in the salesperson before he/she is willing to make
recommendation to his/her friends and relatives.
As regards the independent variables, we have identified four: (1)
salesperson's product knowledge (2) salesperson's aptitude and attitudes (3)
organizational/environmental variables and (4) customer characteristics and
sales situation.
The variable `product knowledge' is self-explanatory. It refers to the
salesperson's knowledge about the products (in this case, shoes) and how each
type or style of shoes fits different customers. A professional salesperson is thus
expected to be resourceful enough to offer alternatives in terms of the products
available to match and satisfy the' needs of his/her customer. Product
knowledge is also an element in generating customer's confidence and such
knowledge can be acquired through training.
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The variable `salesperson's aptitude and attitudes' refers to certain
personal traits which makes an individual more apt to handle a sales job than
the other. Elements of aptitude may include personality traits suggested by
Gillespie and Hecht (1977). Although little work has been done on the
relationship between personality and sales behaviour or style, it is undeniable
that a person who likes to and gets along well with others will be more suitable
for a personal selling job. Besides, regarding the two selling approaches in
comparison, Poppleton (1977) also pointed out that `successful salesmen using
the hardsell approach tend to be low in their need for affection and acceptance
from others, high in dominance and emotionally resilient but not particularly
high in such social skills as empathy. Conversely, the successful softsell
salesman is typically high in social skills of selling like empathy, showing
sensitivity to others, sympathetic listening etc. and has a high need for
acceptance of others' (p.79). Thus, a person's aptitude does have an influence
on his/her suitability and performance. As regards attitudes, we refer to the
salesperson's attitudes toward his/her customer. Included in it are things like
being helpful and courteous, being considerate about the needs of others.
Although aptitude and attitudes are not quite the same thing, they are strongly
related. That's why we are putting them together to form one independent
variable.-
The third variable is `organizational/environmental variable'. This
measures how elements like the organization structure, recruitment policies,
training programmes, evaluation systems and compensation packages affect the
way salespersons behave and thus sales effectiveness. It has to be admitted that
this element can greatly influence sales behaviour. Yet, it is something out of the
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control of the salesperson, which is the primary interest of our study. Thus,
there is no intent to test this variable in this experiment. Instead, the findings
will be based on so as to see how these organizational elements can be modified
or varied to help bring about the effective sales behaviour.
The last independent variable is `customer characteristics/behaviour'.
The inclusion of this variable signifies the importance of the idea of interaction.
Customer characteristics do not only relate directly to effectiveness, but will also
influence how the salesperson behaves. For example, if the customer acts in a
self-serviced manner, not willing to interact with the salesperson, the salesperson
may then perceive his/her role as order-taking rather than active selling. In
Poppleton (1977), the customer's educational level and product knowledge are
also identified as determining the effectiveness of a sales behaviour. The soft
selling approach is more effective when the customer is highly educated and
well-informed about the product, while for those low in education and product
knowledge, the hardsell behaviour is more appropriate.
Going between these independent variables and the dependent variable
is the intervening variable `sales behaviour'. It is clear to understand that the
operation of these independent variables will not immediately bring about the
dependent variable. Instead, utilizing his/her skills and knowledge, and taking
into consideration the organizational policies and customer characteristics, the
salesperson needs to choose which approach to use in the interaction.
Therefore, effectiveness of the sales interaction will then depend on the
particular sales behaviour chosen. To be more specific, containing in this
intervening variable `sales behaviour' will be the hard and soft selling annroaches_
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An experiment will be conducted to find out the more effective sales
behaviour. Then, we will trace back to understand how the independent
variables can best bring about the desired approach.
Hypotheses
From the theoretical framework discussed above, seven hypotheses are
developed for this research. The are as follows.
1. Softselling technique is more effective than hardselling technique.
2. There is a positive relationship between customer's behaviour and sales
effectiveness.
3. There will be significant difference in the customer's confidence in the
salesperson between the softsell and hardsell technique.
4. There is a relationship between sales effectiveness and salesperson's
knowledLeahility_
5. The mean for softsell test in customer's needs being*entertained will be higher
than that in hardsell test.
6. The score for attitude in the softsell test will be higher than that in the
16
hardsell test.





1. Type of Study
The purpose of this research project is to test which type of selling
approach, softsell or hardsell, is more effective in shoe-retailing business in
Hong Kong and, the resulting implications in building up the appropriate sales
behaviour. Thus, this study is a comparative and correlational one.
2. Study Setting
This is an experimental study. Two groups of people were shown videos
on softsell scenario and hardsell scenario respectively. The selling situations were
artificially made up and the different elements of softsell and hardsell techniques
were specifically injected into the respective videos.
Basically, we try to convey no difference in the degree of courtesy shown
by the salesperson. The difference lies mainly in.. the way the salesperson
approaches the customer. Therefore, in the softsell scenario, we will find the
salesperson trying to dig out the customer's needs and to let the customer
dominate the selling situation, while the salesperson is dominating the selling
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situation and putting more emphasis on product advantage in the hardsell
scenario. For details on the scenario, please refer to appendix 2 and 3.
3. Time Horizon
Respondents were asked to answer a questionnaire right after watching
the respective videos shown to them. It virtually took only 15 minutes to finish.
Thus, instantaneous response/impression was collected.
4. Unit of Analysis
As we are interested in ascertaining which selling approach is more
effective in normal shoe-selling situation, the response of each customer is
therefore examined. The unit of analysis for this project is therefore each
respondent.
Method
1. Population and Sample
The population for this study comprises all potential customers for shoes
sold in the chain stores or shoe shops which offer shoes priced above HK$250.
Demographically speaking, this population generally has a higher disposable
income, higher education (i.e. at or above secondary education), and working
and/or preparing to work. They are also those placing heavy emphasis on the
quality of their lives. A convenience sample of 83 MBA students of the Chinese
University of Hong Kong is employed in conducting our experiment. Thirty-four
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of them were tested on the softsell scenario while the other forty-nine were
asked to do the hardsell test.
2. Data Collection Methods
The respondents were asked to fill in a questionnaire right after they had
been shown the video on the respective tests. The two tests are administered
on Tuesday and Friday classes which were supposed that the largest number of
students would attend. The softsell test was done on Tuesday while the hardsell
test was done on Friday. We did not explain the purpose of the test and
distributed questionnaires. to the students only after they had watched the video.
Questionnaires were collected 15 minutes after distribution.
3. Sample Characteristics
Females comprised 35 percent of the sample and the other 65 percent
were males. The mode of their age is 23 to 26. All of them have a bachelor's
degree and most of them are expecting to join the business community in the
near future.
4. Variables and measures
The questionnaire tapped only 2 personal data: gender and age. These
were measured by single items. Salesperson's attitude, product knowledge and
customer's behaviour were measured through multiple items (except product
knowledge) on a six-point Likert- type scale.
(a). Salesperson's attitude
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This variable was tapped through 3 items that measured salesperson's
helpfulness to customer, her consideration of customer's needs and the courtesy
perceived by the respondents.
(b). Salesperson's product knowledge
This variable was measured directly by one item: The salesperson is
knowledgable.
(c). Customer's behaviour
This variable was tapped through two items that measured the confidence
the salesperson cultivated within the customers and final decision to take her
advice.
Data Analysis Methods
Correlations, means, standard deviations, and other statistics were obtained by
the Pearson Corr, and Anova.
Feel for the Data
The mean and standard deviation of the three variables of salesperson's
attitude, product knowledge and customer's behaviour are as in Table 1. As can
be seen from the table, all three variables for the softsell test are more to the
right than for the hardsell test, denoting more appealing salesperson's attitude.
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salesperson's product knowledge and more encouraging customer behaviour.
However, the rather high standard deviation indicates that the responses
disperse quite widely through the six points.
The Pearson correlation matrix of the 4 variables investigated in this study
is shown in Table 2.
Hypotheses Testing
Hypothesis 1:
Ho: Softselling technique is not more effective than hardselling technique.
.
H1: Softselling technique is more effective than hardselling technique.
The effectiveness of the selling approaches is measured by item 6, 9 and
10, i.e. purchase decision, probability of return purchase and recommending the
shop to friends. The anova results showed a very significant difference between
softsell test and hardsell test. We find that, as hypothesized, softselling
technique is more effective than hardselling technique.
Hypothesis 2:
Ho: There is no positive relationship between customer's behaviour and
sales effectiveness.
H1: There is a positive relationship between customer's behaviour and
sales effectiveness.
A significant correlation of .8245 was found at the p= .000 for customer's
behaviour and sales effectiveness. Thus the null hypothesis is rejected.
22
Hypothesis 3:
Ho: There will be no difference in the customer's confidence in the
salesperson between the softsell and hardsell technique.
H1: There will be significant difference in the customer's
confidence in the salesperson between the softsell and hardsell
technique.
A F-ratio of 24.3459 significant at .0000 was found. The alternate
hypothesis is substantiated.
Hypothesis 4:
Ho: There is no relationship between sales effectiveness and salesperson's
knowledgeability.
H1: There is a relationship between sales effectiveness and salesperson's
knowledgeability.
No significant correlation was found between sales effectiveness and
salesperson's knowledgeability (r =.2848 p =.005). Thus, the alternate hypothesis
was not substantiated.
Hypothesis 5:
Ho: There will be no mean differences in the customer's needs being
entertained between softsell and hardsell test.
H1: The mean for softsell test in customer's needs being entertained will
be higher than that in hardsell test.
The F-ratio is 23.7265 significant at .0000 which implies a significant
difference between the two means( the mean for softsell is 4.0588 while that for
23hardsell is 2.6875).
Hypothesis 6:
Ho: There will be no difference in the attitude perceived between the 2
tests.
H1: The score for attitude in the softsell test will be higher than that in
the hardsell test.
A F-ratio of 30.5724 significant at .0000 is found for attitude perceived
between the two tests. The null hypothesis is rejected.
Hypothesis 7:
Ho: There will be no correlation between salesperson's attitude and sales
effectiveness.
H1: There will be a positive correlation between salesperson's attitude and
ales effectiveness.
As shown in the table, there is a significant correlation of .766 at p =.000.
Thus the alternate hypotheses is substantiated.
In summary, six of the seven hypotheses are substantiated and only one is
not. The major concern of this research as whether softsell approach is more
effective than hardsell approach has gotten a positive answer. It is also found
that, by the result of data analysis, the salesperson's aptitude and attitude is of
basic importance in effecting a successful sale while knowledgeability of the
salesperson does not play a significant role here. Hence by getting or training





\ttitude 30.5724 .0000 9.7959 13.0000
Customer's
behaviour 24.3459 .0000 5.0204 7.6471
Product Knowledge 3.0092 .0866 3.1633 3.6471
Sales Effectiveness 22.5479 .0000 8.3061 11.7647
Table 2 PEARSON CORRELATION COEFFICIENTS
Attitude Customer's Product Sales
Behaviour Knowledge Effectiveness
Attitude 1.0000 .6869 .2889 .7660
( 0 ( 83) ( 83) ( 83)
p=. p= .000 p= .004 p= .000
Customer's 1.0000 .2144 .8245
Behaviour ( 0) ( 83) ( 83)
p=. p= .026 p= .000
Product 1.0000 .2848









With the findings from the experiment conducted (for details, please
refer to the Method Section), management of the shoe retailing business can
gather valuable insights on how to exploit the full potential of its personal selling
element. The various areas to which we think management should pay attention
will be discussed in the following.
1. Selling Approach
As the results indicate, the shoe-retailing business should begin to change'
its present selling approach towards the soft selling kind, which is proved to be
more receptive and effective from the customers' point of view. This means that
the salesperson should adopt a more customer-oriented style, putting his/her
priority on the satisfaction of the customer's needs and the establishment of
long-term relationships. In fact, this is the key to success in a market with rising
customer profile.
In order to help bring about the intended change, it is imperative for the
management to implement certain modifications on its policies. Recruitment,
training, supervision and evaluation, and compensation are those significant
aspects deserving attention. The direction of change is suggested as follows.
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2. Recruitment Policies
Since the findings indicate that the salesperson's aptitude and attitude is
of basic importance in effecting a successful sale, the primary task of
management is therefore to recruit the right person to its salesforce before any
other thing can be done. Agreeing upon the work of Gillespie and Hecht (1977),
the suitable candidate should be one who is pleasant, understanding, considerate
and mature in personality. It is only when people are possessing these qualities
that they could elicit the necessary attitudes, like helpfulness and sympathetic
listening, of an ideal and effective salesperson. Besides, it is also worth noting
that to generate easy acceptance from the customers, a good-looking salesperson
would be at an upper hand.
.
Then, how can management identify the suitable people in their screening
process? We suggest that, apart from conventional job interviews, the
shoe-companies should employ aptitude tests or personality tests to help locate
the best suitable people objectively. Besides, role playing hypothesizing the
selling situation will also be a very good means. If resources so available, we do
suggest the management to put candidates in actual selling situation for some
30-minutes testing. This is because by getting their hands directly on the job is
the best way to examine their ability and to identify their potential. It is also
beneficial from the applicants' perspective in that they can have a better
understanding of the job nature.
3. Training Programmes
Training is of course indispensable, but the focus of training does deserve
attention. The tests reveal that the salesperson's knowledgeability does not play
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a very significant role in the shoe-selling situation. This can be explained both
by the relatively simple concept involved and a well-informed target market.
Therefore, the training programmes need only to cover the basic product
knowledge. Whereas, the focus should be on social skills training, which polishes
and enhances their aptitude, and work ethics. For the successful implementation
of the softsell approach, two important concepts-- `extend one's aptitude but
keeping flexibility' and `entertain customers' needs with the best possible
resources at hand'-- should be conveyed to the salesperson and form a basic
guideline for their behaviour.
Concerning how management can attain these training goals, we have a
number of suggestions. In classroom training, the emphasis should shift from
lecturing to situational analysis. Various sales situations can be presented to the
new recruits and ways of handling discussed. This is particularly enlightening if
some senior salespersons can be present to share their experience and exchange
ideas with the new recruits. Amid the classroom training period, a week of
attachment to one of the stores could be included. This not only enables the
new recruits to have a feel about the actual selling situations and problems, but
can also help them to relate theories with practice. All in all, the central idea
in play is exposure. Exposure is the most effective way in preparing the
salesperson for his/her job.
4. Supervision and Evaluation S, sty ems
To ensure the consistent implementation of the desired sales approach,
more has to be done on the side of supervision. Of prime importance is a clear
job description for the salesperson as this is the source of reference for his/her
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own self-evaluation. A clear job description can thus enable the salesperson to
consistently keep himself/herself on the right track. Therefore, the management
of the shoe-retailing business should state clearly that it is the softsell approach
that is desired in the selling interactions. They should also define the duty of
a salesperson as 'serving customers' needs' so as to make its strategy of
customer orientation explicit.
Apart from an unambiguous job description, close daily supervision from
the seniors or the store manager is also essential for such technique which places
heavy demand on flexibility. Close monitoring can not only offer immediate on-
the-spot advice -should any problematic situation so arise, but can also help
prevent the salesperson from going back to the easier hardsell approach. The
way how the salesperson is to be evaluated is also important in bringing about
the desired sales behaviour. According to Anderson and Oliver (1987), a
behaviour-based control system would be more conducive to customer-oriented
strategies. Therefore, we suggest management to appraise a salesperson more.
on the way he/she interact with the customers than on the simple criterion of
sales volume.
5. Compensation Package
Our research have not dealt directly on the impact of compensation on
sales behaviour. Yet, the present salary-plus-commission remuneration system
seems to provide enough motivation. Considering 'the HK$4,000 basic salary
plus commission offer by Le Saunda, one of the largest shoe chains in Hong
Kong, we feel that it is sufficient to attract, motivate and retain 'a Form 5 school
leaver, for whom the alternatives available do not seem much more attractive.
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As a conclusion, the most important thing for a success of the personal
salesforce for the shoe-retailing business is to recruit the right person with the
needed aptitude and attitudes. Training can then help to polish and enhance
their social skills to make them a valuable asset to the company. Other
organizational policies like supervision and evaluation systems are
complementary measures to ensure the continuous attainment of the desired
sales behaviour. And we believe that by pursuing in this suggested direction, the
shoe-retailing business can exploit the potential of its salesforce to the fullest
extent and upgrade its professionalism.
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CONCLUSION
To effectively cope with the changing market situation and competitive
environment, it is imperative for a shoe-retailer to sharpen its competitive edge.
And personal selling is one of these crucial areas deserving serious
consideration.
With particular focus on stores selling shoes priced HK$250 or above, our
research reveals that it is highly advisable for' these retailers to employ a soft
selling approach, instead of the current hardsell technique. Not only are the
customers found to be more receptive to the softsell behaviour, but it is also
more effective in satisfying customers' needs and generating continuous
patronage through the establishment of a long-term salesperson-customer
relationships.
However, to reap the full advantage out of this technique, management
has an active role to play. Of prime importance, it has first to identify and
recruit the right persons with suitable aptitude and attitudes, and to give them
training targeting at enhancing their social skills and instilling the concept of
'serving customers at their best'. Besides, the management needs also to provide
a stimulating environment for the successful implementation of the softsell.
approach through modifications of its supervision and evaluation systems and the
like. We confidently believe that a shoe-retailer adopting. these
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recommendations can better exploit the full, potential of the market and excel
among its competitors.
However, it is worth mentioning that our research findings are not solely
/limited to the shoe-retailing business, it also intends to highlight the important
contribution of the personal selling element to the success of the retail business
as a whole. Therefore, we wish this study will provide directions for future
researches on exploring the potential of retail salesmanship for other business.
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Appendix 1 The Hardselling and soft-selling approaches
Salesman in Hardsell:
-!s not particularly concerned with being liked or gaining sympathy.
-Comes to the point quickly and makes it clear that time is limited.
-Usually adopts a highly structured approach. May have decided what to sell before
meeting the prospective customer.
-Focuses on the product and its benefits early in the interview.
-Uses closing techniques immediately acceptance of the sales ideas is shown.
-Dismisses objections quickly or ignores them.
-Argues with the customer, openly attempts to persuade him and attempts to
dominate the customer.
Salesman in Softsell:
-Tries to be acceptable to the prospective customer, uses ingratiation techniques.
-Does not hurry the client gives the impression that he has got plenty of time.
-Show considerable flexibility, depending on customer's responses.
-Concern in the early part of the interview is with the customer's needs rather than
the product.
Attempts to get customer to ask for the product rather than using closing techniques.
-Deals with objections sympathetically and may agree with them, at least in part.
-Gives the customer the impression that he is dominating the salesman..
Adopted from S.E. Poppleton (1977) in Argyle,M. (1981) pp.74.
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Appendix 2 Script for 'HARDSELL' test
(Customer walks in.
Salesperson inspects the intention of the customer. Perceive.
Customer seems like browsing around first.)
Salesperson: Good afternoon! (smile warmly)
(Salesperson can go back to her own position or work, but
occasionally looks at the customer and observe her need.
Look up and find the customer having some interest in a pair of
shoes.)
Salesperson: (approach the customer) This is a 1989 design. Newly
arrived and very fashionable. They're made of lamb's leather, a
very soft and durable kind of leather. For this particular style,
there are 2 colours: black and brown.
(Salesperson pauses for a while. Observe the response of the
customer. Customer seems interested. Then go on.)
Salesperson: Don't you like them? May be you can try them on.
Customer: (hesitate) Ngh...... okay!
Salesperson: Which colour could you prefer? Black or brown?
Customer.- The black one, please.
(The salesperson helps the customer to try on the shoes. Customer
then looks around in the mirror.)
Salesperson: Ngh..... they look very good and fit your feet
perfectly well. You look wonderful in these shoes.
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Customer: Y...yes, they're very nice. But, the front seems a bit
too tight for me. I am afraid that it will not be too
comfortable.
Salesperson: (Take a quick glance at the shoes.)
Oh, no! The front of this pair is indeed not too
tight, otherwise the entire design will be distorted. Besides,
the leather is so soft that you will soon find them very
comfortable.
Customer (doubtful) Ngh....
Salesperson: Do trust me. I can guarantee. In fact, some of our
customers even come back to buy one more pair. They all find them
comfortable. (Pause) Is the size okay? Let me wrap it up for you
then!
Customer: Okay.
Salesperson: Thank you. Just a moment, please.
(Salesperson leaves the scene for transaction.)
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Appendix 3 Script for `SOFTSELL' test
(Customer walks in.
Salesperson inspects the intention of the customer. Perceive.
Customer seems like browsing around first.)
Salesperson: Good afternoon! (smile warmly)
(Salesperson can go back to her own position or work, but
occasionally looks at the customer and observes her need.
Look up and find that the customer has finished browsing, looks a
bit puzzled but shows interest.)
Salesperson: (Approach the customer) May I help you? (Smile)
Customer: I just want some shoes that fit formal occasions.
Salesperson: For what occasions, night of day?
Customer: I want one for office. I will have an interview later.
Salesperson: Well, do you have any colour preference?
Customer: I don't know which is better?
Salesperson: Have you already bought your dress?
Customer: Yes, I have.
Salesperson: So, what is its colour, and how does it look like?
Customer: It's ivory, a formal suite.
Salesperson: ON That's good to match. Ivory, white, brown or
black will do perfectly well. But. if you want a versatile colour,
then brown and black can match with, more dresses.
Customer: So, would you please show me some brown and black
shoes?
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Salesperson: of course.- (Pick 2 pairs from the shelf after
thinking for a while) How about these 2 pairs?
Customer: They both look good. Can I try them on?
Salesperson: Yes, why not.
(The salesperson help the customer fit on the 2 shoes.)
Salesperson: How do you feel? Are they fit/ The leather is not
too hard so they are comfortable for wearing for a long time.
Customer: (Delightful) They look perfect and they are very
comfortable. How much are they..... (Take a look at the price
label on the shoes.) AN They are too expensive! I can't afford
them.
Salesperson: It doesn't matter. Here are some less expensive
ones.( Show the customer two other pairs) They styles are alsc
very good, and the leather is still from Italy. The only
difference is that they are made in Hong Kong. So, they cost
less.
(customer tries one on.)
Customer.- Ngh.... They look very good. But the front seems a bit
too tight for me. I'm afraid that it will not be too comfortable.
Salesperson: Really? Then may be this pair will be better. The
front is comparatively wider for this design. So, it will not be
too tight. You'll surely find them comfortable.
(Customer tries it on.)
Salesperson: Are they okay?
37Customer: Ngh..... This pair is better. My toes are more at ease
with them.
(Looks into the mirror again before making up her mind.) Okay,
I'll take this pair.
Salesperson: Thank you. Just a moment, please.
(Transaction takes place and the salesperson comes back with the
shoes.)
Customer: Thanks a lot.
Salesperson: You're welcome. Well, we are going to have a new
batch of shoes coming in next month. Drop by and take a look if




Dear respondents, we are now having a study on customers' motivation to purchase
under various situation in the shoe-retailing business. Please kindly answer the
following questionnaire with reference to the video that has just been shown to you.
Thank you.
Please circle the numbers.




2. Will you have confidence in this salesperson?
1-----2-----3-----4-----5-----6
No, not Yes, very
confident confident

































Your sex: F/M Your age: 18-22/23-26/27-30/30-33/34 or over
THANK YOU VERY MUCH!!!!!!!!!!
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